Organizations have, in the past, often been discussed as if they were Cartesian mentalities, planning agendas, learning from doing, processing information, reducing equivocality, mimicking and copying, floating disembodiedly apart from the actors who work in these organizations. We are offered representations of organizations as organically grounded metaphors that minimize the biological facticity of employees:
INTRODUCTION
Organization theory has developed through analogy and metaphor as Morgan (1986) argues, and the idea of the organization as derived from the root metaphor of organics has been one of the most pervasive metaphors. The biological nature of organizations has been explored in the organizational literature, often at macro and abstract levels, in the idea of organizations as open systems (Katz and Kahn, 1978) or the population ecology model of organizations (Hannan and Freeman, 1989) . However, this organicism has rarely embraced the discipline associated with food: its organization, consumption, and production.
3 One of the most basic aspects of biological organisms, however, receives minor attention: the need for food. The relationship between eating and organizing, however, takes many forms and occupies many places: canteens and cafeterias, business lunches, brown bag seminars, Christmas dinners, company picnics, Friday evening beer bashes, and so forth. Food serves not only to feed but also to communicate, to commemorate, to conserve tradition, to mark the passage of time, to express abundance, to build trust and proximity, to create intimacy, to show appreciation, and to retain employees. Eating habits frame national cultures: the Scandinavian open sandwich lunch serves a purpose different from the long midday lunch of Latin countries, where the main meal of the day is eaten, ideally with a small siesta to aid digestion. The hastily bought and rapidly consumed meal from McDonald's is a metaphor of our time symbolizing a whole mode of production (Ritzer 2002 ) that is oriented to rationalization through standardization and consumption as an end in itself, rather than for the aesthetic pleasure that it brings.
3 Modern organizations are frequently portrayed as territories of reason and cognition: organizations without organs (Linstead, 2000) . From the earliest days of scientific management to the cognitive revolution of the mid 20th century (Ilgen and Klein, 1988) , organizational people were conceived either as thinking entities, if they were managers, or as objects to be worked on and made to learn if they were subaltern personnel (Clegg, Courpasson & Phillips 2006) . The effort to create a class of dedicated employees (Jacques, 1996) or an army of docile bodies (Clegg, 2006) , involved the transformation of illdisciplined bodies into experts in obedience .
Contributors to Rafaeli and Pratt's (2006) edited volume have illustrated the impact of a number of organizational artifacts, from attire to the business card. The organization is a veritable treasure trove of the ways in which we present our selves in everyday life (Goffman 1956) . A neglected organizational prop, artefact and impression management device is food. In organizations we are constantly positioning ourselves but even the slimmest figure cutting a bespoke dash, presenting haute couture -or prêt-a-porter -to the general gaze, needs to eat.
While some taste for fashion is optional as we clothe ourselves according to various dress codes, such as the dress for success ethic of the sharp suit and the elegant blouse serving as props for organizational presentations, a taste for food is essential to all human existence and thus for the life of organizations. It has, however, been underrepresented per se as a research topic in the field of organizations although it has been explored in a number of ways, mostly indirectly. The "oblique" presence of food in current research may thus be complemented with research directed to the role of food itself. In this paper we uncover the presence of food in organizational research. We do it in three ways. First, by connecting texts that are dispersed and that pertain to different literatures, we suggest that food is a relevant organizational topic. Second, by organizing a frame for the analysis of the topic, we propose a conceptually-based approach to the theme. The roadmap so provided synthesizes previous work on the topic. Third, by exposing unanswered questions we indicate ways for future research.
We therefore suggest that it is possible to better understand organizations and the process of organizing by studying the way organizations deal with food. The reasons for this are diverse. First, in making a relationship between food and organization people often occupy an in-between space, at the boundaries of the formal and the informal organization, the inner and the outer space. Second, the scientific focus on the grand side of organizational life (the serious and scientific terrain of strategies, mergers and acquisitions, CEO succession and so forth) as formal organization coexists with a mundane side, a world barely attended to in management science, a world of biological needs and wants and social rituals associated with the satisfaction of these, around whose ceremonies and rituals a great deal of organization life revolves -both formal and informal.. Third, in the spirit of this special issue, it may be advantageous to study food per se, as a research topic rather than addressing it in an oblique way, en passant, when studying other topics.
We aim to contribute to the literature on the topic of food via the presentation of a preliminary typology of food and organization, and the derivation of a number of research topics from this typology. The result is a more complete and integrated roadmap for furthering research on food and organization, and positioning food into the larger context of organization theory. Before moving to the typology, we start our discussion with an analysis of organizations as biological systems, literally speaking, and then focus on how the management and organization literature approached this essential facet of humanity.
BODY, FOOD, AND ORGANIZATION
There is a revealing dichotomy in the relationship between the body and organizations:
people are bodily beings, tempted by the senses and eager to enjoy physical experiences, hence the significance given to marketing, the consumer experience and other ways of capturing the role of physical/physiological experiences in consumption.
As consumers, they have subtle and not necessarily rational preferences that are minutely analysed; these give rise to a whole discourse of marketing and push selling designed to excite irrational impulses. Research on consumer behaviour is replete with studies on the way organizations try to influence people's behaviour by manipulating their physical senses, i.e., their bodies. The aroma of coffee injected into the freezedried tin of instant coffee evokes the real thing -at least the first time the foil is perforated. Almost all up-market real estate agents today know the importance of the aromas of freshly baked or bought bread, fresh flowers, and fresh coffee, supporting the tasteful baroque music or Latin jazz and fashionable lifestyle magazines and novels, as a part of the armoury of props when the house is open for inspection during a sales campaign.
A noticeable quality of food is its olfactory seduction. The interest in the influence of consumer behaviour ranges from the physical to the conceptual. One example of the physical interest is Guégen and Petr's study (2006) , which showed how lavender (but not lemon) aromas increase the amount of purchasing in a restaurant. The consumer behaviour literature is rich in advice on the relation between the sense data of taste and smell and organizational outcomes. Ordinarily, olfaction is regarded as an independent causal attractor, although a reverse relation between taste and smell as sense data and organization success can be invoked. As food is associated with entertainment themes (e.g., Hard Rock Cafe, Planet Hollywood, and Fashion Café) in "eatertainment" (Ritzer, 1999) , then: the brand is projected on to the food such that in consuming the food and drink on offer you partake of the mystique of the brand. It is the brand that seduces rather than the sense data. Perhaps after enough visits the sense data will kick in as a conditioned response?
If consumer marketing is a valuable source of data on the relation between bodies, their sense data, and organization, it is the science of ergonomics, whose origins date from
Taylorism as a systematic process of rendering bodies docile , which is the chief locus for the study of the body at work and in organizations for the management sciences (Salvendy, 1997) 4 . A central goal of Taylor's (1911) effort was to limit social antagonism and curb unruly bodies through a scientific, mutually-beneficial system of work organization, rest and meal breaks -and the latter were to be rigorously separated from work time. Subsequently, Ford's Sociological Department sought to create workers whose bodies were well-adjusted to the new regime of work on the moving production line: sober, disciplined, well-rested, preferably mortgaged and married, and properly fed. As discussed by Harquail (2006) , employees are still often managed as physical artifacts in/of the organization. The human relations movement of the 1930s was often associated in personnel practice with the provision of canteens as a major piece of corporate welfare infrastructure.
Outside of the consumer behaviour, ergonomics and human relations literature, discussion of the stubborn, irreducibly embodied aspects of people is often excluded through the ways that organizations are frequently systematized. Organizations are often presented as cold spaces of reason and cognition, at their best as superordinate brains (Beer, 1981) or at their worst as psychological prisons (Morgan, 1986) . The 4 That such docility was not in evidence is apparent from early accounts of how people behaved in organizations before they were 'disciplined'. As Zuboff (1988: 33-34) notes, in the early days of industrialism, in the 1830s, fines were established at Haslingden Mill to deal with bodies that wandered, sang, whistled, swore, yelled, stared, smelt, looked untidy, aggressive, sexual, and disorderly.
organization, especially as it is represented in induction texts -the introductory textbooks -suppresses the body and the embodied nature of experience. Organization becomes represented as the space of the brain and of self-control. The recent "discovery" of the role of emotion is a demonstration of how the theory of organization and management neglected the role of physicality and its importance in a biological world (Fineman 1996) . Research has shown that leaders lead not only with brains but also with bodies, (Sinclair, 2006) . While there is a huge organizational literature on the environment, latterly in 'natural' terms, the most direct and unavoidable natural environment for each organizational member is his/her body and how it interacts with the physical environment surrounding it, with a central form of interaction being its replenishment.
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Recently, the body has reappeared in the organizational literature and, while books have been edited on the body (Hassard, Holliday and Willmott, 2000) , workplace romance, sexuality (Hearn, Sheppard, Tancred-Sheriff and Burrell, 1989) , and the necessity of policies to limit sexual harassment, they seem not to have addressed food and its consumption. While the gendering of organization theory is, of course, well developed, with journals devoted to the topic (Gender, Work and Organization, Women in Management Review), we have yet to find articles, using Google Scholar, on topics such as "organizations and obesity", "organizations and bulimia", "organizations and anorexia", "organizations and slimming', or "organizations and diet". Interestingly, we composed this list because in the popular press the bodily topics that attract most attention are those where bodies deviate from organizational prescriptions and ostensively show their physicality, i.e., when they become transgressor bodies.
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In summary, the body has an extensive, albeit discrete, presence in the organizational literature (Shilling, 1993) . The presence of the body is manifested in gender stereotypes (Schein et al., 1996) , dress codes (Rafaeli et al., 1997) , ergonomic approaches and time and motion studies (Adler, 1993) , disappearing bodies as reflected, for instance, in business process re-engineering (Hammer and Champy, 1993) , bodily presence such as in open or closed space design (Hofbauer, 2000; Clegg and Kornberger, 2006) , physical presence, with psychological escape being possible through various everyday 'escape attempts' (Cohen and Taylor, 1976) , and so forth. In a sense, organization theory may be viewed as the study of bodies at work. But bodies need feeding -a fact which has attracted considerably less scholarly attention than all the above topics. If the body has a marginal but discernible presence in organizational studies, food has an even more marginal space in the body and organization literature.
In this paper, we organize the relationship between food and organization around two conceptual axes. The first axis connects the material and symbolic dimensions of food.
The material dimension refers to the satisfaction of human needs -it corresponds to the functional side of food; we may represent this as eating to live. The symbolic dimension goes beyond the functional dimension. It represents food as part of a wider whole. As Morgan, Frost and Pondy (1983) discussed, one attribute of symbols is their capacity for "putting together". We will connect food with organization, putting food together with 6 The disciplining of the body by which some physical practices are rendered adequate and others inadequate has been less evident (see Clegg, Courpasson and Phillips 2006) , although there are occasional calls in the more robustly conservative British newspapers for the reintroduction of corporal organizing, a process that has received a modest amount of interest. The second axis connects production and consumption. Production and consumption are necessarily interconnected; their interconnection produces an important dimension in the field of food and gastronomy, given the fact that this industry is rooted on intellectual discourses linked to these primary acts (see Durand et al., 2007) ; we may represent this as different discourses on ways of living to eat.
When the two axes are combined, four perspectives on food and organization emerge:
food as need, social food, food as culture and institution, food as critique and metaphor. Table 1 depicts this typology and gives the reader a first account of the rest of the paper.
As the typology suggests food may be thought of a "total social phenomenon", an activity so pervasive in society that directly or indirectly it connects with every type of social phenomenon and institution, as noted by Ferguson (1998) . For this reason food could be a rich and varied field of research in organization studies. Before proceeding with the typology, we note that while the theoretical discussion that it introduces provides clarity it also draws artificial boundaries. To advance only an obvious example, meals may satisfy both biological and social needs; however, we do not doubt that some meals are more social than others while others are less satisfying socially but provide system sustenance. Table 1 about here
punishment in Schools as well as for young offenders, as well as a lively debate about school meals -of which more later.
FOOD AS NEED
Food is a prerequisite of life; hence, its relevance for humans and consequently for the understanding of behavior in organizations. Its space in organizational texts, however, is limited: food is something that most people, except the most desperately poor, tend to take for granted. Consequently, organizational interest moves rapidly up the need hierarchy, reducing food to a "lower" priority. Because higher needs tend to be perceived as more important than lower ones, the role of food in business and organization has not been subject to a significant amount of interest despite the fact that food and drink can be treated as significant aspects of the organizational landscape.
The problem of obesity is an example. The way that organizations structure the satisfaction of the biological need to eat will have an impact on the eating habits of their members and their modes of consumption. The type of meals, beverages and snacks available in organizations are not an insignificant issue. They facilitate habits and lifestyles that may have an impact in the organizational functioning. Nowhere is this more evident than in the debates about school lunches and their calorific content, which has been a staple of the newspapers in recent years, since the 'celebrity chef', Jamie
Oliver, took it upon himself to reform British school's culinary habits (see http://www.jamieoliver.com/schooldinners for a well documented account of the movement). Schools are especially important arenas for culinary contestation, considering that childhood eating habits can often be carried through to adulthood and from school to work organizations. For example, employee obesity has been associated with absenteeism (Berry et al., 2006) . Hence, it is hardly surprising that the disciplining of food has become so closely associated with the disciplining of healthy bodies in the discourses surrounding the organization of food and education.
Good food has been associated with good business. As observed by an Amgen employee, responding to the Financial Times survey on the best European workplaces, "We have fruit, juices, coffee and tea, whenever we like" (Financial Times, 2006: 5) .
Good organizations, then, may be replete with abundant and attractive food. The connection has been made by companies such as Google, which hired former Grateful Dead chef, Charlie Ayers, to tantalize the tastes of Googlers with his fine food. Food has also been associated with intrinsic motivation, with the chef being viewed as the motivated professional par excellence (Balazs, 2002) , as an entrepreneur and creative artist wrapped up in the persona of a shrewd and successful business person.
Food provides information about the organization. One of the authors remembers working with a company whose members complained that top management devalued the organization's people. When invited to provide some evidence of this, the first answer was that the quality of food in the canteen was worse than it used to be. In this sense, food may be used to understand an organization's culture: companies are what they give to their employees to eat. Another company we worked with was a once successful dotcom fallen on leaner times; as the times got tougher the lavish BBQs and parties disappeared; eventually the milk and biscuits disappeared, then people had to bring their own coffee. As one respondent remarked, you could see the whole story of the organization's decline into eventual bankruptcy through its changing relation to foodstuffs. That is why food is often present in the description of the best companies characterized not only by their comparatively higher levels of effectiveness (Filbeck and Preece, 2003) but also by other more mundane features, including good food.
SOCIAL INTERACTION
When people have a meal together, they are in fact fulfilling different needs: (a) food helps them meet basic physical needs; (b) food gives them the opportunity for interaction and for information exchange; and (c) the quality of the food they eat functions as a symbol of status, care, respect, pleasure etc. In this section we explore these dimensions of "social food": food as an opportunity for social interaction, meals as liminal spaces, and food as the expression of status.
Food plays a number of roles in organizational life. The biological need for food and refreshment becomes an occasion for interaction. Both inside and outside the organization, food can be consumed in work time or off work time (e.g., the Pizza delivered to the lab on a weekend to feed a working team of grad students). The water cooler is well-recognized as a site of organizational gossip. As observed by Fayard and Weeks (2007) , the water cooler is an important spot in the ecology of informal interactions. The water cooler, as a figure of speech, is a space where people feel natural and comfortable. It can be a real water cooler, but also its substitute, for example a coffee machine or a drinks dispenser. Canteens are not just functional eating places.
Food presents an opportunity for interaction, for building confidence, for sharing information and spreading gossip as well as expressing status orders.
Another glimpse of the importance of food as facilitating organizational interaction is offered by Pitsis et al.'s (2003) research on the preparation of the Sydney Olympiad.
Many community meetings were associated with what was a major infrastructural construction project. These were places in which strange conversations emerged, conversations where agendas were often unclear, processes highly emergent, and outcomes unknown. In these meetings, which were often informal barbecues, community members were invited to surface anxieties and make suggestions in relation to the project (of which they had little knowledge). What they proposed was often a surprise, in routine terms, and could not have been scripted by the project members.
Sometimes organizations have to provide spaces outside of their routines where improvisation can occur, such as barbecues.
Food can also work as a fine empirical setting for studying interactions in the zone of liminality (Cunha and Cabral-Cardoso, 2006) , providing an "extreme case" in which the phenomenon of interest is "transparently observable" (Eisenhardt 1989: p.537 ). The business lunch can be viewed as a liminal space, with the rules of etiquette of business lunching differing from country to country. Business lunches are occasions where participants are simultaneously performing their roles and yet are partially outside these roles, often meeting in a different, neutral space of the restaurant, where the usual organizational props with which their performances are organizationally framed are absent. Different props and mastery of different details are required: skill with a wine list, the ability to eat, drink, talk and not be disagreeable in ones manners while doing so. Whitley et al. (1981) noted the importance of the social capital acquired from traditional family wealth in smoothing interactions in specific liminal spheres for elite business school students. The ski lodge, the Mediterranean yacht, and the country chateau provided exquisite framing devices for moments of gastronomic consumption, moments which effortlessly frame opportunities for doing business.
It is not merely elites that dine and do business simultaneously. (Barrett, 2005: 51) .
Other possibilities for articulating food, organization and liminality may be further explored, such as virtual working from cafés, via Wi-Fi (Conlin, 2006) . 
FOOD AS CULTURE AND INSTITUTION
The understanding of food and eating is not possible without the analysis of food and eating habits as a cultural and institutional terrain. If people need food, the understanding of what "food" means is culturally defined and institutionally bound. In this section we discuss these two facets of the organization of food.
Food provides a window to the observation of technology. The idea of milk as good food is widely shared today, at least in the west -in China it is regarded as a suspicious substance, the source of the peculiar sour smell that the Chinese attribute to westerners.
If other countries serve as contrasts, so too do our recent histories: in the past, before pasteurization, milk was a very dangerous product and a source of many diseases such as tuberculosis (Wolf 2004: 331) . Therefore, the meaning of "food" cannot be fully apprehended without taking the organizational context in which it is situated into consideration. In the case of cow's milk a dangerous drink was transformed into part of a good diet as a result of the work of social institutions, namely the scientific system.
Societies have failed because they could not give up their food culture, as Diamond to recognise the limits of selling beefburgers to people for whom the cow is sacred animal. All international organizations have to accept that those bodies they employ will have deeply-held and very specific notions about the nature of food, its production, slaughter and consumption, which they will affront to their peril.
Food is a cultural mirror. In the case of international business meals, one's national basic rules of etiquette may be rendered inadequate and national stereotyping may come to surface. Indeed, food is one of the few areas left where business advice can be pointedly stereotyped ethnically:
The French are almost like Japanese in the sense that they have to get to know the person they are doing business with. (...) Remember that they want to be respected as cultural folk with a proud tradition. You may not be a gastronome yourself, but it is crucial to show a proper appreciation of food and drink (Collins, 1994: 22) .
In the same vein, someone doing business in Mexico should know that business meals can last from two to three hours (Alisau, 1997) in the middle of the day, after which you return to work, and that meetings rarely start on time, such that a little delay, (of 20 minutes or more), is perfectly natural according to national habits. For Americans, this may appear intolerable (Welch, 2000) . With respect to table manners, one should also be aware that "Asians are accustomed to making loud noises (slurping, burping, openmouth chewing, and lip-smacking) to signify appreciation of a meal" (Moline, 1998: 68) . When hot at the dining table business men will roll their trouser legs up to cool down 7 . In general, the literature on intercultural business relationships and business travel faux pas tells us as much about cultural stereotyping as they do about business relationships.
Food can also serve to analyze the processes of institutionalization. Eating codes and habits emerge through long civilizing processes, with some practices being stabilized as institutional fields, ranked in guides (Karpik, 2000) and preserved in texts and discourses that control consumption and transform it into an intellectual activity (Ferguson, 1998) . Norbert Elias (1982) explored the process of institutionalization of culinary regimes, eating habits, and rules of etiquette. The simple matter of table arrangements, cutlery, its correct lay out and use, are revealed as the outcome of a complex social and hierarchical organization slowly spreading from courtly society to the bourgeois home. Rao, Monin and Durand (2003 , Durand, Rao, and Monin 2007 have used French cuisine to study processes of strategic persistence and change.
The emergence of gastronomic schools such as nouvelle cuisine and and star chefs, such as Ferran Adria (Svejenova, 2005) , also open important potential for organizational studies in several areas, including experiential consumption and the inventive use of resources. Nouvelle cuisine may be a fertile soil in which to study processes of improvisation -and therefore act as a good alternative to the dominant jazz metaphor. Durand et al. (2007) point out that chefs consider that classical cuisine emphasizes hierarchy and structure whereas nouvelle cuisine requires autonomy and improvisation.
Food may thus help to expose processes that have been obscured in the mainstream organizational literature. Bricolage and improvisation are two possible examples of how the creative use of ingredients may help new flavours be innovated. Bricolage may be equally relevant in Aunt Virginia's kitchen (Moore, 1991) as to HEC MBA students:
under the direction of the campus chef they served an elegant dinner -salad with duck, beef bourguignon, and a dessert of crème anglaise, meringue and caramel -to more than 100 guests.
Later, they viewed video recordings of the dinner and discussed their experiences in the kitchen (Alsop, 2006: 32) .
FOOD AS CRITIQUE AND METAPHOR
Food has also been a privileged terrain for the critical and metaphorical analysis of business and society. A salient target for several social groups, including organizational scholars, is the McDonald's corporation. Consider for example the work of David Boje, the self-described "agent provocateur of the postmodern era" (Boje, 2004: 288) , who presents this fast-food company as "an imperial force, globalization power, and colonizer of local culture" (Boje, 2004: 290 (Ritzer, 1999; . The Big Mac (preferably served with Coke, another favourite of the critics), and the McDonald's corporation thus became the symbols of our days in "McDonaldland" or "McWorld", to use Barber's (2001) formulation of the neo-liberal aggressive agenda.
A feature of McDonald's and other franchise restaurants is that they expose their clients to carefully-designed and themed environments (Gottdiener, 1998) . In these environments, highly standardized and rationalized organizations are able to overstimulate consumers that, elsewhere, may be under-stimulated as workers by precisely the same types of standardized and rationalized work that they do. Organizations use wages and salaries to rent people's time, in jobs that often hardly capture their imaginations even as, they seek loyalty and reliability as as Jacques (1996) notes..
Wages can be used to grant access to consumption spaces that re-enchant mundane reality through spectacle, such as mega-malls, in every one of which there will be found a McDonald's, and which are themselves often described as McMalls. pointed out the physical damage provoked by the excess of fast and junk food, which is a significant concern in developed countries (Berry, Seiders and Hergenroeder, 2006) .
For the first time in history, it is the excess rather than lack of food that has become a major concern. The organization of demand for food by the major food corporations and fast-food outlet has been so successful that they are killing their market through saturated and trans fats, obesity and high cholesterol.
Other appearances of food in the critical literature include Rosen's (1988) tainted by the industrialization of food production and consumption (e.g., Levitt, 1976) .
Criticism is not only oriented towards lifestyles but also the systems that produce the food commodities that fuel them. The capitalist system of production has been included in the critical agenda relating food and organization. Mad cow disease resulted from a diminishing regard for safety and respect for both animals and consumers. Feeding ruminants on the scrapings of dead sheep's carcases proved not to be a smart idea. A different mode of functioning would have prevented this disease.
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Still in the realm of critique, researchers may wish to explore how the colonizers were "colonized in reverse" through gastronomy. The appreciation in the west of the gastronomies of the "rest" and its impact on representations of the countries where they originated (e.g. India), is a fertile terrain for the study of post-colonial themes. These may include, for example, the process of transformation of once "ethnic" foods through Organizations are like people; as they get older and more successful, they put on fat (Reis and Peña, 2001) . Overweight organizations are regarded as bad and unsuccessful, thus requiring an intervention of some kind. The remedy appears to be similar to the one prescribed for individuals: dieting (downsizing), hiring a personal trainer (hiring consultants to do the dirty job of firing people), and do plenty of exercise in the gym (structural changes, removal of managerial layers). The ultimate goal for individuals and organizations alike is to achieve that seductive, slim and beautiful body (make the organization more flexible and more attractive to investors). And the risks are not dissimilar either: Taken too far or too quickly, a sliming programme can become a health hazard. Anorexic firms may experience serious problems. But food may also have other meanings in the field of organizations. Among these, is the search for the best organization.
The search for "best organizations" echoes stories about the mythical Land of Cockaigne (Cunha, 2004) . Cockaigne is an imaginary country of unknown location that gave rise, in the Middle Ages, to stories which circulated throughout Europe. Thousands of Cockaigne texts appeared in spontaneous versions that introduced many variations of existing versions. Some of these texts survive until the present day. Based on Pleij (2001) two aspects of this unique place should be noted: the material excess that represents the opposite of scarcity in the real world and that, in many respects, contradicts norms of behaviour, and the moral messages that could be extracted from the legend. Cockaigne was a country tucked away somewhere in a remote corner of the world, where ideal living conditions prevailed:
Work was forbidden, for one thing, and food and drink appeared spontaneously in the form of grilled fish, roast geese, and rivers of wine. One had but to open one's mouth, and all delicacies practically jumped in. One could even reside in meat, fish, game, fowl, or pastry, for another feature of Cockaigne was its edible architecture. The weather was stable and mild -it was always spring -and there was the added bonus of a whole range of amenities: communal possessions, lots of holidays, no arguing or animosity, free sex with ever-willing partners, a fountain of youth, beautiful clothes for everyone, and the possibility of earning money while one slept (Pleij, 2001: 3)
The central element in descriptions of Cockaigne was food. Food was everywhere, on the table but also walking down the street or in the architecture of edible edifices. This obsession with food was caused by the threat of the lack of it. Recollections, rumours and images of great famines circulated throughout Europe and were a cause of considerable anxiety. Being poor and hungry was a normal condition of existence for many landless labourers and not a few with access to land as well. As a consequence, dream worlds were imagined, animated by permanent banquets. To justify these, Contemporary, temporary and small-scale organizational equivalents of this land of plenty can be found in the top quality restaurant ("If there exists a Land of Plenty on earth, it would be one of these outstanding French restaurants", Balazs [2002: 257] wrote), in the Chinese banquet, in the food offered "whenever you want it" in some "best workplaces", and in the high tech firms that hire chefs to retain employees -as previously discussed. A land where food was abundant and work forbidden is in sharp contrast with the harsh realities of everyday life. Connections between food and the metaphor of the maternal organization are also well established (Hopfl and Kostera, 2002) : there is the pastoral metaphor of the leader as the good shepherd that conducts his/her people to green pastures. However, managers may also be viewed according to the Kronos metaphor of the Greek god who swallowed his children. Kronos may represent managers' desire for power and domination, and portray management as consuming or sucking dry the other in an excess of 'organizational gothic' (Garrick and Clegg 2000; Pelzer and Pelzer, 1996) . As in the Greek mythology, critics of today's capitalistic society still await the powerful Zeus to put an end to this autofagic managerial temptation (Kostera, 2006) . Discussing the different ways in which organizations deal with diversity, Herriot and Pemberton (1995) suggested three sorts of culinary response: (1) the vindaloo model, "whereby everything that's put into the dish ends up tasting the same, however different it was to start with" (p. 8), meaning assimilating diversity and homogenizing it, or else rejecting it and sending it back; (2) the nouvelle cuisine approach, "in which we put a very delicate decoration to the side of the plate so as not to damage it, not being quite sure whether we should be eating it or not" (pp. 8-9). It involves taking categories of people more likely to be disadvantaged in society, such as women and minorities, and define affirmative action plans and enforce legislation to protect them; and (3) the traditional English Sunday lunch 9 , "wherein roast beef, Yorkshire pudding, roast potatoes, gravy, and mustard are all indispensable to the success of the meal" (p.9). In this case, the more ingredients there are the richer the culinary experience is taken to be. Mistress, Housekeeper, Cook, Kitchen-Maid, Butler, Footman, Coachman, Valet, Upper and Under House-Maids, Lady's-Maid, Maid-of-all-Work, Laundry-Maid, Nurse and Nurse-Maid, Monthly Wet and Sick Nurses, etc. etc. -also Sanitary, Medical, and Legal Memoranda: with Table 2 provides a contrast of the four perspectives discussed in this section and of their consequences.
- Table 2 about here
FINAL COMMENTS
Despite the explicit lack of scholarly attention to food at work, its importance as a total social phenomenon guarantees a subtle presence in the organizational literature, often in the context of other social phenomena and institution. The absence of an explicit research agenda on food and organizations is unfortunate because the production and consumption of food are to a great extent influenced by the activity of businesses and organizations.
With this paper we contribute to the inclusion of food in the research agenda on management and organizations (Table 3 advances a sample of potential research topics).
We consider four approaches to study the relationship between food and organization, Food as critique and metaphor. The emergence of dietary habits and regimes is a social process that has stimulated some successful metaphors and angles of criticism. The understanding the organizational society would then be incomplete without consideration of critique of the prevailing food regimes.
We discussed the relationship between food and organization, and suggested that food is anything but banal. The role of food belongs to the everyday stuff of organizational life.
The banality often attached to food as something taken-for-granted in the modern age is apparent but not real: technologies had to be invented and developed to allow the trade of precious spices and later, frozen carcases, transforming colonial economies and societies. Religious identities attach great value to eating habits, and major organizational -as well as familial -celebrations often happen around the table.
--------------------------- Table 3 about here ---------------------------
In conclusion, we can understand organizations by better knowing how they relate to food. Food is a structuring dimension of cultures and organizations. It expresses changing lifestyles (e.g., from traditional home-cooked food to fast/microwave food) and can be used to organize resistance (e.g., the Slow Food movement). It is celebratory and marks the existence of organizations. The organized world and its challenges can be approached through the study of food. Organized technological evolution made the impossible possible (e.g. growing bananas in geo-thermally heated greenhouses in Iceland or tomatoes in space). It raises new challenges and concerns, such as in the genetic engineering of foodstuffs (Herring, 2006) , attitudes to which, when comparing Europe with the US, provide a major fault-line that US agri-food corporations are finding hard to cross. Food is irrevocably tied up with the way its production and consumption is organized and the ways in which its associated cultures shape the practices of organizations in general. 
